The present study was executed using data from a call centre in Sweden in which agents answered questions regarding financial advice. The aim of the study was to investigate the relationship of call centre agents' perceptions about the work climate and the organizational values to their performance, as measured by the organization. In Study 1, agents (N = 106) reported their experience about the work climate and organizational values. Performance (i.e., percent of time on the phone for each work day) was then assessed for the next six consecutive months. In Study 2, agents' perceptions of organizational values were measured among a new sample (N = 262) from the same call centre. Performance was measured during the next two consecutive years. With regard to the working climate, workers' autonomy was negatively related to their own performance. The results show also a negative relationship between organizational values and performance during the two following years. Agents seem to maintain high productivity levels at the cost of organizational core values, perhaps due to the visible and rewarding nature of productivity.
Introduction
Organizations that work with specific values are more successful than the ones that do not emphasize values [1] . These core values need to be explicitly declared and lived by the organizations leaders and employees [2] , and should reflect the organizations business plan and marketing strategy [3] . Moreover, it might be crucial for the organization to integrate the values into all management process, such as, performance assessment, rewards, and punishments [3, 4] . If organizational values and measures of performance don't fit, the organization risks either low productivity or that workers perceive values as shallow.
The call centre environment is a compelling and special environment in which this hypothesis could be tested, mainly due to high performance monitoring [5, 6] . Most call centres define performance as quantitative indicators such as length of call, number of calls, and the percentage of the scheduled "time on the phone" [5] . This specific type of work design might imply unfavourable working conditions that might affect employees' ability to learn how to cope with the rapid external and internal changes in working life. This work design perhaps even minimize employees' opportunities to organize their own work, diminish their sense of freedom for making decisions and initiating action, and limit their opportunities to learn from supportive colleagues with expertise. Indeed, Taylor and Bain ( [5] , p. 102) suggest that "call centre managements face a plethora of problems concerning motivation and commitment, labour turnover, the effectiveness of supervision and the delivery of quality and quantity performance".
The work climate (i.e., employees' perceptions of how they are treated and managed in their organization) is important when the organizations try to motivate employees to allocate and enhance their efforts into their work [7, 8] . The effectiveness of an organization in creating a climate in which employees are able to learn from each other or/and new experiences is crucial for the effectiveness of the development of the organization but also for the well-being of employees [9] . Call centre agents who experience less autonomy (e.g., follow without deviations a scripted dialog, intensive performance monitoring), for example, show higher levels of strain [10] .
The present study was executed using data from a call centre in Sweden in which agents answered questions regarding financial advice. The aim of the present set of studies is to investigate the relationship of call centre agents' perceptions of organisational values, their work climate, and their performance measured by the organization as percentage of "time on the phone" over a sixmonth-period in Study 1 and two-year-period in Study 2. This specific performance measure was used by the organization as the most important part of the reward system, that is, agents that performed the best got, for example, higher payments-a common reward system among call centres [5] . It is plausible to suggest that the core values might not be integrated in the reward system in this specific case. Hence, although a positive working climate was expected to be related to a positive view of organizational values, performance was expected to be negatively related to both variables. Due to the working design of call centres, this negative relationship between work climate and performance was particularly expected with regard to workers' experience of autonomy, that is, opportunities for employees to organize their own work and the opportunities given for making decisions and initiating action. 
Participants and Procedure
The whole population consisted of 135 call centre agents who were invited to self-report their perception of the work climate and organizational values. All agents, no supervisors were invited to participate, were informed that their participation was voluntary and confidential. Agents were instructed to provide their "worker number" in order to trace responses from the first and second part of Study 1. All agents participated in the first part of the Study and received cinema tickets for their collaboration. Participants' performance was then assessed for the next six consecutive months by the same system handling the calls. At the end of the six months, participants were asked to retrieve their performance and to report it directly to one of the researchers along their "worker number". Agents who provided their performance at the second part of the study received a cinema ticket for their collaboration. A total of 106 (mean age = 43.07 SD = 12.68) agents, 84 females and 25 males, retrieved this information successfully. Basically each worker has a minimum of five hours schedule each day for being logged in the system waiting and handling inbound-and outbound phone calls (i.e., "time on the phone"). The system monitors these actions and divides the cumulated "time on the phone" by the time the agent was originally schedule to be on the phone. In other words, the performance measure is a percentage of the time the organization expects the agents to be working on calls or being ready to receive calls and the actual time agents deliver. The system handles absenteeism, caused by sickness or other type of absenteeism accepted by the organization, by simply not taking those days or hours into account when the performance measure is computed.
Measures

Results and Discussion
All work climate subscales of the LCQ were positively related to agents' perception of the organizational values. As predicted, the sub-scale of Autonomy was negatively correlated to performance over the six month period (see Table 1 ). In other words, low perceptions of control over how one organizes one's work and the opportunities given for making decisions and initiating action were related to high levels of "time on the phone". These agents do not see themselves as encouraged to take responsibility for learning and lack freedom to experiment and take risks. Moreover, also Contentedness was negatively related to performance-low feelings of satisfaction with the workplace climate in terms of there being many complaints, moans, and negative attitudes from colleagues led to higher performance through the six month period. A low score in Contentedness arise when colleagues do not get along well, when they tend to blame each other for the work they do and people are resistant to trying new ways of doing things [9, 11] . Nevertheless, perception of the organizational values was not related to agents' performance. Study 2 aims to explore this relationship over a two year period.
Study 2: Values and Performance over a
Two-Year Period
Method
As part of an electronic survey regarding work climate conducted by the organization two years earlier, 300 agents from the same call centre had self-reported their perception of organizational values, using the same measure as in Study 1. For Study 2, agents performance, as measured in Study 1, was retrieved at two points in time after the originally measurement of the agents' perception of organizational values. Data for 262 agents could be traced at the group level for both value perception and performance.
Results and Discussion
Correlation analysis showed that perceiving the organization as not living up to the value of trustfulness was negatively related to performance both in the first and second year of the study (see Table 2 ). Nevertheless, the perception of whether the organization lived up to being proactive and helpful was not related to performance during the two years. As expected, experiencing that the organization did not lived up to its core values led to high performance. However, the results can also be seen the other way around: seeing the organization living up to being trustful was related to workers performing less. Perhaps, agents that tried to live up to this specific value, delivering trustful answers to the customers, deviated from the scheduled phone-time they were expected to deliver. Nevertheless, the results of Study 2 need to be interpreted cautiously because only data at the group level was used.
Conclusions and Final Remarks
Call centers' managers and decision makers might need to emphasize the connection between performance measures and the values of the organization. As suggested by Taylor and Bain [5] , call centers seem to struggle with quality and quantity performance. Agents at call centres seem to maintain productivity levels at the cost of organizational core values, perhaps due to the visible and rewarding nature of productivity. Nonetheless, the results presented here suggest that encouraging workers to take responsibility for learning and being given the freedom to experiment and take risks (i.e., autonomy) might lead to lower performance, at least in a call centre environment. In order to compensate for giving agents more autonomy, managers should encourage and create opportunities that are related to high performance in call centres. Frequent physical activity, for example, seems to boost up call centre workers' performance [12] [13] [14] .
Finally, although the "time on the phone" that agents spend is important in regard to customer satisfaction, the most important is to receive a helpful and trustworthy answer, even when the queue times are long [15] . Thus, the concern with "time on the phone" should not override living up to core values.
"Time is making fools of us again" Albus Dumbledore in Harry Potter and the Half-Blood Prince by J. K. Rowling.
